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Abstract 
This study explores Franco-American relations by examining Franco-American 
stereotypes.  When American participants made ratings of what they think the French think of 
Americans, the results showed that Americans think the French see Americans in a very negative 
light. Yet, when the French participants rated what they think Americans think of the French, the 
result was fairly neutral.  Both the French and Americans were found to be over-estimating how 
negatively they are actually viewed by the other group.  If Americans think the French view 
them negatively and vice versa, these beliefs can permeate interpersonal interactions and can 
have a potentially negative effect.  The results suggest that stereotypes play an important role in 
intergroup interactions and these findings have important implications for Franco-American 
relations.   
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Freedom Fries or Friendship Fries? : Franco-American Stereotypes and Meta-Stereotypes 
 
Franco-American relations have been, and always will be, both conflictual and excellent. The 
U.S. finds France unbearable with its pretensions; we find the U.S. unbearable with its 
hegemonism. But deep down, we remember that the “boys” came to help us two times, just as 
the Americans remember that the French helped them with their independence. So there will be 
sparks but no fire, because a real bond exists (Reception for Ambassadors, at the Elysée Palace, 
26, August 1999). 
     -Jacques Chirac, French President (17 May 1995-16 May 2007)   
 
You have probably heard someone say that the French are elegant, sophisticated, lazy, 
and rude.  And you have also probably heard someone speak of Americans as wasteful, 
uncultured, hard-working, and welcoming.  One may recognize these Franco-American 
stereotypes because these perceptions become more salient in the public consciousness during 
times of conflict.  For example, during the Franco-American disagreement in 2003 over the war 
in Iraq, many Americans only focused on the negative French stereotypes which promoted anti-
French sentiments such as calling French fries “freedom fries.”  Yet it may not be realized that 
these stereotypes are always present and that the extent to which they operate depends upon the 
rise and fall of the situational context (Haslam, Turner, Oakes, McGarty, & Hayes, 1992).   
Stereotypes: Definitions 
Katz and Braly (1933) were among the earliest to scientifically study the concept of 
social stereotypes.  For Katz and Braly (1965), a stereotype was considered to be “a fixed 
impression which conforms very little to the facts it pretends to represent” (1965, p. 267).  They 
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conceptualized of social stereotypes as consensus among the set of traits that are most “typical” 
of a given social group (Katz & Braly, 1933).  Tajfel (1969) reformulated the notion of social 
stereotypes into more of a system of categorization for certain groups and presented his analysis 
in terms of intergroup relations.  According to Tajfel (1969), stereotyping is considered “the 
attribution of general psychological characteristics to large human groups” (Tajfel, 1969, pp.81-
82).   
Stereotyping has also been conceptualized from a psychoanalytic viewpoint.  From this 
perspective, one deals with insecurities of the self by projecting negative characteristics onto 
others or thinking of one’s own group as superior to an outgroup (Hamilton & Rose, 1980).  
However, within social psychology, stereotyping has been conceptualized as a way in which 
individuals and groups think about each other, thus emphasizing the cognitive component of 
stereotyping.  According to this viewpoint, stereotypes may rise out of information processing 
biases of interacting individuals (Hamilton, 1979).  One important bias that contributes to 
stereotyping is what Hamilton and Gifford (1976) called the illusory correlation.  With illusory 
correlations, individuals perceive two unrelated, minority, and usually negative, events as 
connected.  Thus illusory correlations contribute to systems of bias in contexts where individuals 
or groups are interacting.      
Stereotypes are also thought to be important in establishing one’s social identity.  
According to Tajfel (1981), “Social identity is defined as that part of the individuals’ self-
concept which derives from their knowledge of their membership of a social group (or groups) 
together with the value and emotional significance of that membership” (p. 255).  Tajfel (1982) 
suggests that positive social identities can be attained through positive intergroup relations.  
Thus, for groups, such as the French and Americans, to develop positive social identities, it is 
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important that each group is aware of the positive and negative stereotypes that exist between 
them.  
Although researchers have learned a great deal about stereotyping in the last 30 years, 
more research attention needs to be given to the specific ways in which groups think about each 
other.  Following Judd, Park, Yzerbyt, Gordijn, and Muller (2005), greater attention needs to be 
given to how groups think about each other specifically in terms of positivity and 
stereotypicality.  In terms of positivity, individuals tend to view their ingroup more positively 
than their outgroup, a phenomenon known as the evaluative intergroup bias.  With 
stereotypicality, a well-documented trend, the outgroup homogeneity effect, emerges whereby 
individuals tend to view outgroups as more stereotypical and less varied than ingroups (Jones, 
Wood, & Quattrone, 1981).  The research of Judd et al. (2005), addressed both positivity and 
stereotypicality in an investigation of ingroup bias and outgroup homogeneity with ingroups and 
outgroups.  The research of Judd et al. (2005) and Krueger (1996a) shows that social stereotypes 
are central to intergroup relations because they guide the way group members think about and 
categorize each other.  
Meta-stereotypes 
Vorauer, Main, and O’Connell (1998) introduced the term, meta-stereotype, to refer to 
one’s beliefs about a stereotype that another group has about one’s own group.  Meta-stereotypes 
are a form of meta-perceptions, which refer to what an individual believes another person thinks 
of them (Kenny & Depaulo, 1993; Vorauer & Miller, 1997).  Research on meta-perceptions has 
shown that individuals overestimate the extent to which others’ perceptions of them are similar 
to their view of themselves.  By uniting the fields of meta-perception and stereotyping, Vorauer 
et al. (1998) showed the importance of stereotyping in intergroup and interpersonal interactions.  
Franco-American Stereotypes     7 
 
Vorauer, Hunter, Main, and Roy (2000) examined meta-stereotype activation and showed that 
members of the dominant group view intergroup interactions in terms of how their group is 
perceived to be evaluated by the outgroup.     
  This research has important implications because considering meta-stereotypes allows 
one to examine the differences between what an individual thinks of another and what that 
individual thinks the other thinks of them.  This comparison of meta and own stereotypes can 
provide insight into how interpersonal and intergroup interactions come to be negatively affected 
by reliance on these stereotypes.   
Research on National Stereotypes  
Most of the research in social psychology done in the United States has focused on 
stereotyping as it operates with race and gender (e.g., Judd, Park, Ryan, Brauer, & Kraus, 1995; 
Krueger, 1996b; Stangor, Sechrist, & Jost, 2001; Steele & Aronson, 1995).  As globalization 
continues to reach its ever-present hand across the world, multicultural interactions are becoming 
everyday occurrences.  Although race and gender are paramount in the study of social 
psychology, more attention needs to be given to cross-cultural stereotyping. Specifically, more 
focus is needed in the literature in the area of European-American relations and interactions.  
While there are many studies that compare stereotyping across cultures (e.g., Eller & Abrams, 
2004), few focus on European-American stereotyping.   
The importance of examining social stereotypes in intergroup contexts is highlighted 
when research is focused on national stereotypes.  In a study of language-based stereotypes of 
English and French Canadians, Genesee and Holobow (1989) found that ingroup solidarity 
fluctuated with times of sociopolitical change in Quebec.  Yet they also showed that speakers of 
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Quebec French continued to be negatively stereotyped in terms of status, despite the passage of 
time and sociopolitical changes. 
Terracciano and McCrae (2007) investigated other cultures’ perceptions of Americans 
and the impact of the Iraq invasion on these perceptions.  The results of the study showed that 
there was consensus among the cultures and also among Americans concerning the character of 
the “typical” American as assertive, open-minded, yet antagonistic.  In addition, Terracciano and 
McCrae (2007) found that the Iraq invasion had only a slight negative effect on perceptions of 
the “typical” American.  This study indicates that national stereotypes can be influenced by both 
cognitive and sociopolitical factors.  Thus more attention needs to be given to this research 
paradigm, as results from these investigations have far-reaching implications.  For example, 
Terracciano and McCrae (2007) were able to show that people are able to separate U.S. foreign 
policy from the character of American when making ratings of the “typical” American.  This is 
important because if Americans are aware that they are not readily being associated with the 
actions of the U.S. government, they might be less likely to think that others view them 
negatively.  This, in turn, may foster better intergroup relations.       
Judd et al. (2005) demonstrated that the operation of stereotypes with regard to intra and 
intergroup perceptions has important implications for intergroup interactions, particularly for the 
French and Americans.  They addressed the structure and content of intergroup attributed beliefs 
as they vary by nationality with the French and Americans.  They concentrated on the question 
of whether individuals think that members of their ingroup have more biased beliefs toward 
outgroup members than they do themselves.  The study focused on whether individuals think that 
members of their ingroup or outgroup are stereotyping the outgroup and showing ingroup 
favoritism even when the individual does not show these tendencies.  The results of Judd et al. 
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(2005) suggest ingroup bias and outgroup homogeneity are at work with regard to Franco-
American perceptions.   
Past research on racial stereotypes has shown that if one thinks his ingroup holds 
stereotypical beliefs toward the outgroup, these stereotypes then become more accessible to the 
individual (Sechrist & Stangor, 2001).  That is, ingroup members are more likely to rely upon 
stereotypes if they think that other members of their ingroup also hold the same stereotypes.  
These findings with racial stereotypes beckon an investigation of these effects with a focus on 
national stereotypes.  Further research may be able to provide answers to the following 
questions:  What do the French and Americans actually think of each other in interpersonal and 
intergroup situations?  How do Franco-American stereotypes operate differently in these 
situations and what can this difference mean for interpersonal and intergroup interactions?   
The Present Study 
Like the research of Judd et al. (2005) this study proposes to add to the body of work on 
ingroup-outgroup relations by addressing meta-stereotypes.  It is the goal of this research to 
expand upon the investigation of Judd et al. (2005), moving toward an explanation of how 
Franco-American perceptions differ as a result of underlying stereotypes.  In addition, like the 
work of Terracciano and McCrae (2007), this study seeks to highlight the importance of 
investigating national stereotypes. 
Specifically, this study will focus on examining Franco-American stereotyping in terms 
of interpersonal and intergroup perceptions and meta-perceptions and identify how positive and 
negative stereotypes for the French and Americans give insight into Franco-American relations.   
The present research also seeks to compare own and meta-stereotype reports for the French and 
Americans as an indicator of perceptual accuracy.  Based on past research (e.g. Krueger, 1996a; 
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Vorauer et al., 1998), it was predicted that both the French and Americans would over-estimate 
the extent to which each group perceived the other negatively.  Krueger (1996a) investigated 
probabilistic national stereotypes and found that raters overestimated the extent to which an 
individual belonged to a certain group, given a stereotype about that group.  Five years have 
passed since the initial Franco-American conflict over the war in Iraq.  Therefore, it was 
predicted that the Americans would view the French less negatively than they might have during 
the conflict.  Thus, American perceptions of the French were expected to be somewhat positive.  
Consistent with the findings of past studies like Judd et al. (2005) it was also expected that 
stereotyping would be operating to a greater extent on the meta-level than at the own level (i.e., 
meta-stereotypes were predicted to be stronger than one’s own views about stereotypes).       
As previous studies have shown, intergroup perceptions can be greatly influenced by the 
extent to which one identifies with the group.  This research thus seeks to add to the existing 
body of research on this topic by specifically focusing on the extent to which Franco-American 
perceptions are affected by underlying positive and negative stereotypes and the extent to which 
meta-stereotypes are accurate in Franco-American perceptual contexts.  
Method 
Participants 
Forty-four French students (27 men and 17 women) and ninety American students (53 
men and 37 women) took part in the study.  The French students were university students 
studying in Paris and living at the Cité Internationale Universitaire.  They completed the survey 
on a voluntary basis.  The American students were students enrolled at the University of 
Connecticut who completed the questionnaire in exchange for experimental credit.  For French 
participants, the mean age was 21.41 (SD = 2.71), and for American participants, the mean age 
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was 19.24 (SD = 1.97).  It should be noted that these data were collected in 2007, well after the 
conflict between France and the United States concerning the war in Iraq.   
Procedure  
Participants were given a questionnaire based on the one used in Judd et al. (2005).  
Participants were first asked to provide their age and gender.  In the first part of the 
questionnaire, participants were asked if they had ever been to the target country (i.e., France for 
American participants and America for French participants) and if they personally know any 
members of their outgroup (i.e., if American participants know any French people and if French 
participants know any Americans).  Next, they answered questions designed to measure their 
level of nationalism using a questionnaire developed by Kosterman and Feshbach (1989).  
In the remainder of the questionnaire, participants were asked to make ratings about how 
characteristic they believed 20 traits were of the French and Americans.  These 20 traits were 
obtained from a pilot study.  Included were traits from Judd et al. (2005) as well as new ones.  
Based on the pilot study, 16 of the Judd et al. traits were used and 4 new traits were added.  
Table 1 presents the list including positive and negative stereotypical traits for both the French 
and Americans. For the Americans, the positive and negative traits were stereotypical of the 
Americans and counter-stereotypical of the French.  For the French, the positive and negative 
French traits were stereotypical of the French and counter-stereotypical of Americans.  Each time 
the list was presented to participants, the order of the traits was varied so that participants would 
not fall into a patterned sequence of answering.  Participants were asked to rate the extent to 
which each of the traits applied to the Americans and French using a 1 (not at all) to 7 (very 
much) scale.  Appendix A contains the full questionnaire that was given to the Americans.   
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The participants were asked about the twenty stereotypical traits in four different 
sections.  Two sections addressed what will be referred to as own-stereotypes. In one section, 
participants made ratings of the French.  That is, participants were asked to rate the extent to 
which they thought the list of traits applied to the French (i.e., I think the French are…).  In a 
second section, participants were asked to make ratings of Americans.  That is, participants were 
asked to rate the degree to which they believed the traits applied to Americans (i.e., I think 
Americans are…).   
Next, participants were also asked to make ratings about meta-stereotypes in two 
sections.  These sections asked participants to make rating about the twenty traits based on what 
they think members of their ingroup and outgroup think of each other.  These ratings occurred in 
two different sections.  In one, participants were asked to make ratings about meta-French 
stereotypes.  That is, participants were asked to evaluate the extent to which they think 
Americans think each of the traits applies to the French (i.e., Americans think the French are…).  
In the second section that addressed meta-stereotypes, participants were asked to make ratings 
about meta-American stereotypes.  That is, participants to rate the degree to which they think the 
French think each of the traits apply to Americans (i.e., the French think Americans are…).   
 The questionnaire was translated into French for the Paris participants using Brislin’s 
(1970) model of back translation.  Previous literature has described problems with translating 
tools for cross-cultural research.  For example, Massoubre, Lang, Jaeger, Jullien, and Pellet 
(2002) addressed the fact that problems can arise when certain measures and tests are translated.  
Taking their suggestions into account, simple sentences were used in each of the sections in 
order to promote technical equivalence.  When translating the stereotypes into French, idiomatic 
and conceptual equivalence were considered.  In doing so, careful stereotype translation ensured 
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that the stereotypes addressed the same concepts and avoided possible idiosyncratic differences 
in both versions.  Cha, Kim, and Erlen (2007) also addressed the importance of using clear 
language in the source questionnaire in order to ensure conceptual equivalency.  According to 
Cha et al. (2007), however, there is no single method of back translation that applies in all 
research cases. 
Measures 
 To create positivity and stereotypicality scores for the own and meta-stereotypes, 
composite scores were first created for each section of the questionnaire using the positive and 
negative stereotypical traits for the French and Americans.  These initial composites were created 
by adding all the values for each stereotypical trait for each section of the questionnaire. These 
calculations yielded 4 measures (American positive, American negative, French positive, and 
French negative) for each variable (e.g., own-stereotype of the French). 
These four numbers were turned into positivity scores by adding the two positive scores 
(French and American) and subtracting the two negative ratings (French and American).  The 
resulting score was divided by four.  If a positivity score was greater than zero, the rating was 
positive and if negative, the rating was negative.   
The four numbers (French positive, French negative, American positive, and American 
negative) were turned into stereotypicality scores by adding the two French scores (positive and 
negative) and subtracting the two American ratings (positive and negative).  The resulting score 
was divided by four.   Positive stereotypicality scores indicate stereotypical French ratings, 
whereas negative stereotypicality scores indicate stereotypical American ratings.   
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Analysis Strategy 
The data were analyzed using a repeated measures analysis of variance.  The factors were 
Country of respondent (France or America) and Target (France or America), the repeated 
measure.  The data were considered at the Own (i.e., how individual participants are rating both 
the French and Americans) and Meta (i.e., how participants think the French and Americans are 
rating each other) levels.   
For own-stereotypes, the Target was the nationality that was being rated.  For meta-
stereotypes, the Target also referred to the nationality that was being rated.  In this case, 
participants were makings ratings about how they believed their ingroup or outgroup perceived a 
target group (i.e., what a participant thinks Americans think of the French (the target group) and 
what the participant thinks the French think of Americans (the target group)).  For instance, if an 
American was asked what he or she thinks Americans think of the French, the target group is the 
French.  In this way, results could be compared with respect to one’s own beliefs about his 
ingroup and outgroup (the own-stereotypes) and one’s beliefs about what his ingroup and 
outgroup think of each other (the meta-stereotypes). So for both own and meta-stereotypes, the 
targets were the French and Americans.  For each, own and meta-stereotypes, the dependent 
measures were positivity (i.e., the extent to which ratings of others were overall positive) and 
stereotypicality (i.e., the extent to which others were seen as either French or American).  Thus, 
in the study there were Positivity and Stereotypicality ratings for Own and Meta for two target 
groups, French and American.  A repeated measures Analysis of Variance was conducted for 
Own and Meta and there four effects were produced: the mean, Country, Target, and their 
interaction.  
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Results 
Positivity of Own-Stereotypes 
 For own-stereotypes, the overall mean was positive (M = 0.519), F(1,129) = 38.826, p < 
0.001.  Thus, participants, on average, viewed groups positively.  It was also found that 
Americans see everyone more positively (M = 0.867) than the French see everyone (M = 0.171), 
F(1, 129)= 17.47, p < 0.001.  In addition, French were seen more positively by everyone (M 
=1.112) than were the Americans (M = -0.075), F(1, 129) = 41.82, p < 0.001.  There was no 
interaction between country and target.  This lack of interaction suggests that there is no 
evidence for ingroup bias, as both groups were not seeing their own group more positively than 
the other.  A graph of the four means is presented in Figure 1.  These results suggest that 
Americans are seeing others, not necessarily themselves, positively, and that the French are seen 
more positively, not necessarily just by other French people.   
Positivity of Meta-Stereotypes 
For meta-stereotypes, the overall mean was negative (M = -0.479), F(1,129) = 19.660, p 
< 0.001.  Thus, people think groups view the group’s outgroup negatively.  It was also found that 
Americans were perceiving all outgroup judgments more negatively (M = -0.936) than were 
French participants (M = -0.022), F(1, 129)= 17.866, p < 0.001.  The Target effect showed that 
people, both French and American, think that the French view Americans more negatively (M = 
-1.164) than Americans view the French (M = 0.205), F(1, 129)= 58.091, p < 0.001.  There was a 
statistically significant interaction between country and target F(1, 129)=13.411, p < 0.001.  As 
seen in Figure 2, the interaction is that Americans believe the French view Americans more 
negatively to a greater extent than the French think the French view Americans negatively.  Both 
the French and Americans believe that the French are viewing Americans negatively.  Yet both 
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the French and Americans also believe that Americans are viewing the French positively.  In 
sum, we see an ingroup favoritism result in that people think their outgroup sees their ingroup 
rather negatively. 
Stereotypicality of Own-Stereotypes 
Stereotypicality refers to the extent to which others are seen as stereotypically French or 
American.  Positive scores indicate stereotypical French ratings, whereas negative scores 
indicate stereotypical American ratings.   For own-stereotypes, it was found that overall mean 
was negative (M = -0.293), F(1,129) = 38.946, p < 0.001.  Thus, there was a tendency for all 
persons to be viewed as more American than French.  It was also found that French participants 
see all people as more American (M = -0.428) than do American participants (M = -0.159), F(1, 
129) = 8.200, p < 0.005.  Not surprisingly, there was a strong Target effect, such that the French 
are seen by both the French and Americans as stereotypically French (M = 0.514) and that 
Americans are seen by both groups as stereotypically American (M = -1.101) F(1, 129) = 
237.070, p < 0.001.  The interaction of target and country, presented in Figure 3, however, was 
not statistically significant, suggesting that both the French and Americans have very similar 
stereotype levels. 
Stereotypicality of Meta-Stereotypes  
 For meta-stereotypes, it was found that overall mean was negative (M = -0.080), but was 
not statistically significant.  There was an effect that French participants think all people view 
others as more stereotypically American (M = -0.317), whereas American participants think all 
people view others as more stereotypically French (M = 0.158), F(1, 129)= 15.905, p < 0.001.  
Individuals, both French and American, think that groups see the outgroup in a stereotypical light 
(i.e., French participants believe the French in general see the outgroup as American and 
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American participants believe that Americans, in general, see the outgroup as French).  There 
was a statistically significant Target effect, such that participants in the study think Americans 
and French see the French as stereotypically French (M= 1.092) and think the Americans and 
French see Americans as stereotypically American (M= -1.251), F(1, 129)= 232.494, p < 0.001.  
There was, however, no significant interaction between target and country.  As seen in Figure 4, 
these results suggest that individuals believe that their ingroup stereotypes their outgroup.   
Errors in Estimation of Perceptions 
 Difference scores were calculated for French and American positivity perceptions.  Two 
scores were created:  First, the mean of the own-stereotype of what the French think of 
Americans was subtracted from meta-stereotype for what Americans think the French think of 
Americans.  Second, the mean of the own-stereotype of what the Americans think of the French 
was subtracted from meta-stereotype for what French think Americans think of the French.  The 
results, as shown in Figure 5, reveal that Americans and French are over-estimating the extent to 
which they view each other negatively.  However, as can be seen from Figures 1 and 2, 
Americans overestimate how negatively the French see Ameicans (i.e., both means are negative), 
whereas the French underestimate how positively Americans view them (both means are 
positive).   Nonetheless, the net result in both cases is an under-estimation and the amount is 
relatively similar for the two groups. 
Discussion 
The primary purpose of this study was to explore Franco-American relations by 
examining Franco-American stereotypes.  There has been relatively little attention in the 
literature given to the study of stereotypes and meta-stereotypes for Europeans and Americans.  
Yet it is important to note that differences in perceptions of stereotypes and meta-stereotypes 
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have important implications for interpersonal and intergroup interactions.  Inaccurate stereotypes 
and meta-stereotypes may lead members of different groups to have awkward and low quality 
interactions.  
The positivity analyses showed that the Americans believed that the French perceived 
Americans in a very negative manner.  The French, on the other hand, believed that the 
Americans viewed the French in a rather neutral way.  But how do these results compare with 
how French and American participants actually viewed each other?  When accuracy of these 
perceptions was examined by calculating difference scores for positivity (Figure 5), it was found 
that Americans over-estimated the degree to which the French viewed them negatively.  
Americans’ meta-stereotypes indicated that Americans think the French view Americans very 
negatively (M = -1.950), but the own-stereotypes of the French indicate that the French have a 
much less negative view of Americans (M = -0.378).  The French also underestimated the extent 
to which the French believe Americans are viewing the French positively.  The French 
participants reported that they think Americans view the French in a rather neutral manner (M = 
0.330).  Yet, Americans’ own-stereotypes indicated that Americans have a very positive view of 
the French (M= 1.505).   Thus, at the meta level, participants felt the outgroup viewed their 
ingroup much more negatively than they actually did. 
Positivity was the variable of interest in examining errors in perceptions because the 
extent to which groups view each other positively or negatively may be more important than the 
level to which groups view each other in terms of stereotypicality.  For example, one group 
member may think another individual from the outgroup views him negatively, indicated by a 
negative positivity score.  If this individual thinks the outgroup member dislikes him, he may be 
less likely to interact with that outgroup member.  If the belief concerned stereotypicality, the 
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individual may be encouraged to interact with the outgroup member in order to show that 
stereotypes are not an effective way to categorize all members of a group.   
How do these findings concerning the accuracy of perceptions relate to Franco-American 
relations?  Although this question was not directly addressed by the present research, one may 
speculate possible answers that may highlight avenues for future research investigations.  Five 
years have passed since the original Franco-American conflict over the war in Iraq.  The results 
indicate that Americans now view the French positively, which may be a shift from the past anti-
French sentiment that was present during the Iraq conflict.  Many Americans are now opposed to 
the war in Iraq.  Maybe it is the case that Americans think the French harbor ill sentiments about 
how Americans initially reacted to the French opposition to the war, thus the overestimation of 
how negatively the French view Americans.  It also might be the case that Franco-American 
relations have improved since the French have elected a new president, Nicolas Sarkozy, who is 
pro-America.  In any case, within the context of the participants in this study, Americans need to 
become aware that the French do not actually view them as negatively as they believe.  This 
awareness may help to foster the continual improvement of Franco-American relations.  The 
findings of this study reveal that it matters what one thinks others think of him.  There is 
considerable literature on how to change stereotypes, but there is relatively little literature on 
how to change meta-stereotypes.  Additionally, more research is needed in the area of how these 
misconceptions about stereotypical beliefs contribute to actual interpersonal and intergroup 
interactions.     
It was predicted that one’s meta-stereotypes would be stronger than one’s own-
stereotypes.  That is, it was expected that stereotyping would be operating more on the meta-
level.  The stereotypicality analyses supported these expectations, but only when Americans 
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were rating the French. It was found that Americans view the French as fairly stereotypically 
French as shown in Figure 3.  Yet the means in Figure 4 shows that Americans think other 
Americans think of the French as more stereotypically French.  Thus, in the case of the 
Americans rating the French, stereotyping operates to a greater extent on the meta level.  These 
findings, however, did not hold true when the French were rating Americans.  Figure 3 shows 
that at the own level, the French view Americans as stereotypically American.  Yet as seen in 
Figure 4, the French think other French also view Americans as stereotypically American, but to 
a lesser extent than at the own level.  Judd et al. (2005) found that individuals may not view 
themselves as biased, but may in fact attribute biased beliefs to their ingroup and outgroup.   
Thus, these new results, pertaining to the context when the Americans are rating the French, 
replicate the work of Judd et al. (2005) in that they demonstrate the importance of considering 
attributed intergroup beliefs.  The results are also consistent with Vorauer at al. (1998) in that 
they show the importance of considering meta-stereotypes in intergroup perceptual contexts.    
The stereotypicality results exhibit an interesting trend.  When the Nationality main 
effects were considered for own-stereotypes, it was found that French participants view all 
people as more American than do American participants.  The same trend was found for meta-
stereotypes, whereby the French think all people view others as stereotypically American, while 
the Americans think all people view others as stereotypically French.   
Robbins and Krueger (2005) addressed the phenomenon of social projection as it applies 
to ingroups and outgroups.  Social projection is the tendency for one to view others as similar to 
oneself.  Robbins and Krueger (2005) point out that social projection is stronger when people are 
rating their ingroup as opposed to their outgroup.  Yet they also state that while ingroup social 
projection is greater, individuals see themselves as somewhat similar to the outgroup, though to a 
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lesser extent than their ingroup.  The results the present study suggest the opposite.  The French 
and Americans were found to be viewing others as opposites of themselves.  That is, the French 
were seeing others as American and the Americans were seeing others as French.  These 
findings, contrary to those of Robbins and Krueger (2005), present an interesting possibility for 
future research on the possibility that people may actually view others as opposites of themselves 
in intergroup contexts.  More research is needed to show that social projection may not be 
operating in all intergroup contexts.   
Although this study showed that there are discrepancies in the way in which the French 
and Americans view each other, one can only theorize about the possible negative implications 
of these findings.  Further research will be able to address the ways in which knowledge of 
others’ beliefs affect interpersonal and intergroup interactions.   
In particular, these findings may contribute to subsequent research involving the change 
and reduction of stereotypes between the French and Americans.  Stangor et al. (2001) have 
shown that knowledge of stereotypes can have important implications for interpersonal 
interactions.  Specifically, knowledge of others’ beliefs about a certain group of people has the 
potential to increase or decrease reliance on stereotypes.  When individuals are overestimating 
the negativity, intervention may come in the form of correcting these errors in perception.  
Instead of making blatant attempts to challenge or change peoples’ stereotypes, one might focus 
on simply promoting accuracy of perceptions.  Future research may be able to address whether 
changing stereotypes and meta-stereotypes with consensus information is as effective when used 
with groups such as the French and Americans.     
Not only do the findings of this research highlight the importance of being aware of 
stereotypes that other groups hold toward one’s own group, but also these findings lend 
Franco-American Stereotypes     22 
 
themselves to the fact that knowledge of stereotypes can lower the anxiety that people feel in 
intergroup interactions (Stephan & Stephan, 1985).  As shown in the results, many American 
participants think the French view Americans negatively.  By informing them that this 
misconception based on stereotypes is not true, the anxiety that is present in interpersonal and 
intergroup interactions may be lessened.  People want to be viewed positively (Baumeister, 
1982; Schlenker, 1980), but if there is uncertainty about what another group thinks of one’s own 
group, anxiety can lead to overestimation of stereotyping.  If the Americans would realize that 
the French do not think of them as negatively as they thought, this knowledge may reduce 
anxiety and lead both parties to rely on stereotypes less.  This study points to a promising 
potential for research with consensus information not only with other European-American 
populations, but also with other groups that interact cross-culturally.   
Being aware of how the stereotypes operate in intergroup contexts has important 
implications not only for Franco-American relations, but also for other interacting groups, 
regardless of their culture.  More research is needed with larger sample sizes and more diverse 
and representative samples than college students to substantiate this claim.  Yet future research 
can also strengthen the case for the possible implementation of stereotype awareness programs.  
It is crucial that groups are aware of how others really perceive them since the results of this 
study also showed that stereotyping operates to a greater extent on the meta level in the case of 
the Americans perceiving the French.  If groups can be taught to challenge the negative 
stereotypes they hold about one another, this may curb the development of prejudice and 
discrimination.   More research with meta-stereotypes needs to be expanded to reveal possible 
effective implications the reduction of stereotyping.   
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In conclusion, if Americans think the French have a very negative view of them, 
Americans might be less likely to interact with the French.  Stereotyping can contribute to a 
cycle of avoidance and negativity.  Although the Franco-American dynamic rises and falls with 
the ever-changing socio-political environment, both the French and Americans should be aware 
that relying on stereotypes in intergroup interactions can only worsen relations.  This study 
suggests that the French and Americans should put aside the “freedom fries” for now and instead 
bring out the “friendship fries.”    
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Table 1.  Positive and Negative Stereotypic Traits for the French and Americans.  
French stereotypes                                      American Stereotypes 
Positive  Negative         Positive         Negative 
sophisticated              rude                     hardworking        wasteful 
gourmet                     undisciplined         welcoming        uncultured 
romantic                    unclean          innovative        egocentric 
elegant                       lazy          sociable         materialistic 
             warm*         always in a hurry* 
             family-oriented*        fascinated with firearms* 
  *added to the Judd et al. (2005) stereotypes after a pilot 
        study with French participants 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Franco-American Stereotypes     29 
 
Figure 1.  Means of how positively Americans and French view themselves and each other 
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Figure 2.  Means of how positively American and French participants think Americans and 
French view each other: Meta-stereotypes 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Franco-American Stereotypes     31 
 
Figure 3.  Means of how stereotypically Americans and French view themselves and each other  
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Figure 4.  Means of how stereotypically American and French participants think Americans and 
French view each other: Meta-stereotypes 
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Figure 5.  Differences in estimating how positively Americans and French think they are being 
viewed by each other minus what they actually report thinking of each other   
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Appendix A: Questionnaire given to Americans 
 
Gender_______ 
Age___ 
 
In an aim to judge the compatibility of friendships between the French and Americans, please 
answer the following questions as honestly as possible.   
 
Part 1) 
1)  Have you ever been to the France? 
Yes_____                            No_______ 
 If yes, when and how many times? 
________________________________________________________________________ 
 
2)  Do you personally know any French people? 
Yes_____           No_______ 
 If yes, how many people do you know and in what context? 
________________________________________________________________________ 
 
3)  In view of America’s moral and material superiority, it is only right that we should have a big 
say in deciding United Nations policy. 
                     strongly disagree     moderately disagree     neutral     moderately agree     strongly agree 
1                              2                         3                           4                         5 
 
4)  The first duty of every young American is to honor the national American history and 
heritage. 
                     strongly disagree     moderately disagree     neutral     moderately agree     strongly agree 
1                              2                         3                           4                         5 
 
5)  The important thing for the American foreign aid program is to see to it that America gains a 
political advantage. 
                     strongly disagree     moderately disagree     neutral     moderately agree     strongly agree 
1                              2                         3                           4                         5 
 
6)  Other countries should try to make their government as much like ours as possible. 
                     strongly disagree     moderately disagree     neutral     moderately agree     strongly agree 
1                              2                         3                           4                         5 
                                   
 
7)  Generally, the more influence America has on other nations, the better off they are.  Foreign 
nations have done some very fine things, but it takes America to do things the right way. 
                     strongly disagree     moderately disagree     neutral     moderately agree     strongly agree 
1                              2                         3                           4                         5 
 
8)  It is important that America win in international sporting competitions like the Olympics. 
                     strongly disagree     moderately disagree     neutral     moderately agree     strongly agree 
1                              2                         3                           4                         5 
                                   
9)  It is really not important that America be number one in whatever it does.  
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                     strongly disagree     moderately disagree     neutral     moderately agree     strongly agree 
1                              2                         3                           4                         5 
 
Part 2)  Please rate the degree to which each of the following apply to YOU 
 
I am: 
Rude 
 
1  2  3  4  5  6  7 
not at all              very much 
Undisciplined 
 
1  2  3  4  5  6  7 
not at all              very much 
Unclean 
 
1  2  3  4  5  6  7 
not at all              very much 
Lazy 
 
1  2  3  4  5  6  7 
not at all              very much 
Sophisticated 
 
1  2  3  4  5  6  7 
not at all              very much 
Gourmet 
 
1  2  3  4  5  6  7 
not at all              very much 
Romantic 
 
1  2  3  4  5  6  7 
not at all              very much 
Elegant 
 
1  2  3  4  5  6  7 
not at all              very much 
Wasteful 
 
1  2  3  4  5  6  7 
not at all              very much 
Uncultured 
 
1  2  3  4  5  6  7 
not at all              very much 
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Always in a hurry 
 
1  2  3  4  5  6  7 
not at all              very much 
Egocentric 
 
1  2  3  4  5  6  7 
not at all              very much 
Materialistic 
 
1  2  3  4  5  6  7 
not at all              very much 
Fascinated with firearms 
 
1  2  3  4  5  6  7 
not at all              very much 
Hardworking 
 
1  2  3  4  5  6  7 
not at all              very much 
Welcoming 
 
1  2  3  4  5  6  7 
not at all              very much 
Innovative 
 
1  2  3  4  5  6  7 
not at all              very much 
Sociable 
 
1  2  3  4  5  6  7 
not at all              very much 
Warm 
 
1  2  3  4  5  6  7 
not at all              very much 
Family-Oriented 
 
1  2  3  4  5  6  7 
not at all              very much 
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Part 3)  Please rate the degree to which you think each of the following apply to the 
FRENCH 
 
I think the French are: 
Sophisticated 
 
1  2  3  4  5  6  7 
not at all              very much 
Gourmet 
 
1  2  3  4  5  6  7 
not at all              very much 
Romantic 
 
1  2  3  4  5  6  7 
not at all              very much 
Elegant 
 
1  2  3  4  5  6  7 
not at all              very much 
          Hardworking 
 
1  2  3  4  5  6  7 
not at all              very much 
Welcoming 
 
1  2  3  4  5  6  7 
not at all              very much 
Innovative 
 
1  2  3  4  5  6  7 
not at all              very much 
Sociable 
 
1  2  3  4  5  6  7 
not at all              very much 
Warm 
 
1  2  3  4  5  6  7 
not at all              very much 
Family-Oriented 
 
1  2  3  4  5  6  7 
not at all              very much 
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Rude 
 
1  2  3  4  5  6  7 
not at all              very much 
Undisciplined 
 
1  2  3  4  5  6  7 
not at all              very much 
Unclean 
 
1  2  3  4  5  6  7 
not at all              very much 
Lazy 
 
1  2  3  4  5  6  7 
not at all              very much 
Wasteful 
 
1  2  3  4  5  6  7 
not at all              very much 
Uncultured 
 
1  2  3  4  5  6  7 
not at all              very much 
Always in a hurry 
 
1  2  3  4  5  6  7 
not at all              very much 
Egocentric 
 
1  2  3  4  5  6  7 
not at all              very much 
Materialistic 
 
1  2  3  4  5  6  7 
not at all              very much 
Fascinated with firearms 
 
1  2  3  4  5  6  7 
not at all              very much 
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Part 4)  Please rate the degree to which you think each of the following apply to 
AMERICANS 
 
I think Americans are: 
Hardworking 
 
1  2  3  4  5  6  7 
not at all              very much 
Welcoming 
 
1  2  3  4  5  6  7 
not at all              very much 
Innovative 
 
1  2  3  4  5  6  7 
not at all              very much 
Sociable 
 
1  2  3  4  5  6  7 
not at all              very much 
   Warm 
 
1  2  3  4  5  6  7 
not at all              very much 
Family-Oriented 
 
1  2  3  4  5  6  7 
not at all              very much 
Sophisticated 
 
1  2  3  4  5  6  7 
not at all              very much 
Gourmet 
 
1  2  3  4  5  6  7 
not at all              very much 
Romantic 
 
1  2  3  4  5  6  7 
not at all              very much 
Elegant 
 
1  2  3  4  5  6  7 
not at all              very much 
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Wasteful 
 
1  2  3  4  5  6  7 
not at all              very much 
Uncultured 
 
1  2  3  4  5  6  7 
not at all              very much 
Always in a hurry 
 
1  2  3  4  5  6  7 
not at all              very much 
Egocentric 
 
1  2  3  4  5  6  7 
not at all              very much 
Materialistic 
 
1  2  3  4  5  6  7 
not at all              very much 
Fascinated with firearms 
 
1  2  3  4  5  6  7 
not at all              very much 
Rude 
 
1  2  3  4  5  6  7 
not at all              very much 
Undisciplined 
 
1  2  3  4  5  6  7 
not at all              very much 
Unclean 
 
1  2  3  4  5  6  7 
not at all              very much 
Lazy 
 
1  2  3  4  5  6  7 
not at all              very much 
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Part 5)  Please rate the degree to which you think AMERICANS think each of the following 
apply to THE FRENCH 
 
Americans think the French are: 
Sophisticated 
 
1  2  3  4  5  6  7 
not at all              very much 
Gourmet 
 
1  2  3  4  5  6  7 
not at all              very much 
Romantic 
 
1  2  3  4  5  6  7 
not at all              very much 
Elegant 
 
1  2  3  4  5  6  7 
not at all              very much 
Wasteful 
 
1  2  3  4  5  6  7 
not at all              very much 
Uncultured 
 
1  2  3  4  5  6  7 
not at all              very much 
Always in a hurry 
 
1  2  3  4  5  6  7 
not at all              very much 
Egocentric 
 
1  2  3  4  5  6  7 
not at all              very much 
Materialistic 
 
1  2  3  4  5  6  7 
not at all              very much 
Fascinated with firearms 
 
1  2  3  4  5  6  7 
not at all              very much 
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Rude 
 
1  2  3  4  5  6  7 
not at all              very much 
Undisciplined 
 
1  2  3  4  5  6  7 
not at all              very much 
Unclean 
 
1  2  3  4  5  6  7 
not at all              very much 
Lazy 
 
1  2  3  4  5  6  7 
not at all              very much 
Hardworking 
 
1  2  3  4  5  6  7 
not at all              very much 
Welcoming 
 
1  2  3  4  5  6  7 
not at all              very much 
Innovative 
 
1  2  3  4  5  6  7 
not at all              very much 
Sociable 
 
1  2  3  4  5  6  7 
not at all              very much 
Warm 
 
1  2  3  4  5  6  7 
not at all              very much 
Family-Oriented 
 
1  2  3  4  5  6  7 
not at all              very much 
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Part 6)  Please rate the degree to which you think THE FRENCH think AMERICANS 
think each of the following apply to THEMSELVES 
 
The French think Americans think of themselves as: 
 
Hardworking 
 
1  2  3  4  5  6  7 
not at all              very much 
Welcoming 
 
1  2  3  4  5  6  7 
not at all              very much 
Innovative 
 
1  2  3  4  5  6  7 
not at all              very much 
Sociable 
 
1  2  3  4  5  6  7 
not at all              very much 
Warm 
 
1  2  3  4  5  6  7 
not at all              very much 
Family-Oriented 
 
1  2  3  4  5  6  7 
not at all              very much 
Wasteful 
 
1  2  3  4  5  6  7 
not at all              very much 
Uncultured 
 
1  2  3  4  5  6  7 
not at all              very much 
Always in a hurry 
 
1  2  3  4  5  6  7 
not at all              very much 
Egocentric 
 
1  2  3  4  5  6  7 
not at all              very much 
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Materialistic 
 
1  2  3  4  5  6  7 
not at all              very much 
Fascinated with firearms 
 
1  2  3  4  5  6  7 
not at all              very much 
Sophisticated 
 
1  2  3  4  5  6  7 
not at all              very much 
Gourmet 
 
1  2  3  4  5  6  7 
not at all              very much 
Romantic 
 
1  2  3  4  5  6  7 
not at all              very much 
Elegant 
 
1  2  3  4  5  6  7 
not at all              very much 
Rude 
 
1  2  3  4  5  6  7 
not at all              very much 
Undisciplined 
 
1  2  3  4  5  6  7 
not at all              very much 
Unclean 
 
1  2  3  4  5  6  7 
not at all              very much 
Lazy 
 
1  2  3  4  5  6  7 
not at all              very much 
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Part 7)  Please rate the degree to which you think THE FRENCH think each of the 
following apply to AMERICANS 
 
The French think Americans are: 
Wasteful 
 
1  2  3  4  5  6  7 
not at all              very much 
Uncultured 
 
1  2  3  4  5  6  7 
not at all              very much 
Always in a hurry 
 
1  2  3  4  5  6  7 
not at all              very much 
Egocentric 
 
1  2  3  4  5  6  7 
not at all              very much 
Materialistic 
 
1  2  3  4  5  6  7 
not at all              very much 
Fascinated with firearms 
 
1  2  3  4  5  6  7 
not at all              very much 
Rude 
 
1  2  3  4  5  6  7 
not at all              very much 
Undisciplined 
 
1  2  3  4  5  6  7 
not at all              very much 
Unclean 
 
1  2  3  4  5  6  7 
not at all              very much 
Lazy 
 
1  2  3  4  5  6  7 
not at all              very much 
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Hardworking 
 
1  2  3  4  5  6  7 
not at all              very much 
Welcoming 
 
1  2  3  4  5  6  7 
not at all              very much 
Innovative 
 
1  2  3  4  5  6  7 
not at all              very much 
Sociable 
 
1  2  3  4  5  6  7 
not at all              very much 
Warm 
 
1  2  3  4  5  6  7 
not at all              very much 
Family-Oriented 
 
1  2  3  4  5  6  7 
not at all              very much 
Sophisticated 
 
1  2  3  4  5  6  7 
not at all              very much 
Gourmet 
 
1  2  3  4  5  6  7 
not at all              very much 
Romantic 
 
1  2  3  4  5  6  7 
not at all              very much 
Elegant 
 
1  2  3  4  5  6  7 
not at all              very much 
 
 
 
 
 
 
